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CHECKLIST 








Club Benson & Hedges Event Checklist 


CLUB/VENUE_ 

ADDRESS _ PHONE_ 

ARTIST(S) and/or DJ _ DATE 

1. CLUB 

SEATING CAPACITY (FIRE CODE) _ 

MANAGER/CONTACT(S)_ _ 


VENUE CHECKLIST 

IS THERE A DESIGNATED SMOKING AREA? 

IF YES, INDICATE LOCATION 

SIGNAGE (BENSON & HEDGES): 



MARQUEE 

YES 

NO 

TICKET 

YES 

NO 

CENTER STAGE 

YES 

NO 

LOBBY SIGNS 

YES 

NO 

EASEL SIGNS 

YES 

NO 

DISPLAY WINDOWS 

YES 

NO 

OTHER 



CONCERT PROGRAMS DISTRIBUTED 

YES 

NO 

MEETS GREET 

YES 

NO 

INSURANCE CERTIFICATE 

YES 

NO 

VENUE SPONSORS (PERMANENT) 

YES 

NO NAME 


3. PRE-EVENT CHECKLIST 


NO. ALL ACCESS PASSES 
NO. VIP GUEST PASSES 


EVENT PHOTOGRAPHER 


YES 

NO 

EVENT VIDEOGRAPHER 


YES 

NO 

WRITTEN AUTHORITY FOR 

PHOTOGRAPHING & 

VIDEOTAPING EVENT 


YES 

NO 

NO. PRESS PASSES 

LOCAL TRANSPORTATION 


YES 

NO 

VIP HOSPITALITY 

% 

YES 

NO 

ANNOUNCEMENTS SCRIPT 


YES 

NO 

ANNOUNCEMENT SCHEDULE 


YES 

NO 
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4. EVENT 

PRE-PERFORMANCE EVENT YES NO 

SCHEDULED PERFORMANCE START TIME _ 

ACTUAL PERFORMANCE START TIME __ 

QUALITY OF PERFORMANCE: EXCELLENT_GOOD_FAIR_POOR 

ESTIMATED ATTENDANCE_ 

NO. OF ANNOUNCEMENTS_ NO. OF ON-STAGE ANNOUNCEMENTS_ 

NO. ARTIST MENTION(S)_ 

INTERMISSION: TIME STARTED_TIME ENDED_ 

NO. OF ANNOUNCEMENTS DURING INTERMISSION _ 


5. 


DATABASE MANAGEMENT 

SURVEYORS’ TRAINING SESSION DATE_ TRAINER__ 

NO. OF SURVEYORS TRAINED_ 

NO. OF SURVEYORS ___________ NO. OF SURVEYS COLLECTED _ 

PACK SALES: YES_NO_ IF YES, NO. PACKS SOLD 

TYPE OF INCENTIVE DISTRIBUTED 


ITEM #1 _ 

ITEM #2 _ 

ITEM #3_ 

ITEM #4_ 

ITEM #5 __ 

WHAT WAS THE MOST EFFECTIVE PERIOD OF TIME TO CONDUCT SURVEYS 
DURING THE EVENT? _ 


_NO. DIST. 
_NO. DIST. 
NO. DIST. . 
NO. DIST. _ 
NO. DIST. 


6. DEMOGRAPHICS (prior to analyzing database) 

EST. TOTAL NUMBER IN ATTENDANCE _ 

PERCENTAGE MALE_PERCENTAGE FEMALE_AVERAGE AGE 

EST. % OF AUDIENCE OBSERVED SMOKING _ 

% OF OVERALL AUDIENCE CATEGORIZED AS THE INTENDED AUDIENCE_ 


7. TICKETS 

COST $_ MARKET VALUE $_ 

DOES TICKET BEAR LOGO YES NO 

COMPLIMENTARY TICKETS 

NO. DISTRIBUTED TO VIPS _ 

NO. DISTRIBUTED TO RETAILERS __ 

NO. DISTRIBUTED TO PM PERSONNEL _ 

WAS THERE A NEED TO PURCHASE 

ADDITIONAL TICKETS? YES NO AMT. 
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8. ADVERTISING 

MAGAZINE_ NEWSPAPER 

MAGAZINE_ NEWSPAPER 


BILLBOARDS NO. SIZE 

BUS SHELTERS 

NO. 

OTHERS 




PUBLICITY 

PRESS CONFERENCE(S) 

YES 

NO 


PRESS KITS DISTRIBUTED 

YES 

NO 

NO. DIST. 

LOCAL EDITORIALS 

YES 

NO 


NATIONAL EDITORIALS 

YES 

NO 


POST-EVENT PRESS RELEASE 

YES 

NO 

NO. DIST. 


EST. TOTAL MEDIA IMPRESSIONS 


10. PM PERSONNEL/CONSULTANTS/AGENCIES 
PERSONNEL ON SITE 

NAME_ TITLE 

NAME _ TITLE 

NAME _ TITLE 

NAME _ TITLE 

NAME_ TITLE 


11. ALTERNATIVE MEDIA CO-SPONSOR 

NAME NO. OF DAYS PROMOTION RAN 


12. COMMENTS/PROBLEMS [please Include weather conditions, successes, problems, overall quality 

control, competitive events held day(s) of event, was event a sellout, intended-audience testimonials, 
etc.] 
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